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Here with you today:

David Saunders, Director of Membership 

National Museum of the American Indian

John Perell, Director of Direct Response & Shared Services

Friends of the Smithsonian 

Elizabeth J. Wilson, Assistant Director of Advancement

National Air and Space Museum 

Kevin Thomas, Senior Manager for Prospect Development

National Museum of African American History and Culture
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Takeaways from today’s session:

Sure-fire online strategies can grow your program’s revenue and level of 
engagement.

How to integrate online and direct mail channels for the maximum effect.

Actual case studies that cover creative development, testing, and key metrics. 
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Online Giving: The arts and culture sector saw better-
than-industry year over year growth in 2016.

Source: Blackbaud’s2016 Charitable Giving Report
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Individual Giving Trends – The more channels a member 
gives in, the higher their retention and income/member.
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Chart above represents members who gave at least four gifts.
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Individual Giving Trends – Web joins usually have much 
higher member value than direct mail joins.
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Case Studies
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Situational Analysis: 

Members and revenue increased dramatically 
through the opening of the museum in 2004, and 
then experienced a sharp decline. 

NMAI has been hard at work to stabilize the 
program since this time, with online outreach as a 
key part of that strategy.
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Average Donor Value by Channel and Join Year
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Successful Strategies Used to 

Drive NMAI Online Revenue
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V The inaugural campaign collected 
6,376 email addresses and 9,597 
signatures in two days.

V A 3-effort Welcome Series acquired 8 
new members with a $46.88 average 
gift.

V In addition, 60 people in this group 
have joined through DM acquisition, 
raising $3,175 (42% of the petition 
cost).  

V Immediate conversion rate is low, but 
pool of leads for future eAcquisition
campaigns expanded.

eAcquisition List-Building Efforts:  Online Petition 

Campaign Focused on Stereotypes
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V 1st of the Month – Kick off campaign 
highlighting goals and end of month 
deadline

VMid-Month – Update on progress, reminder 
of deadline

V Beginning of Last week of Month –
Increased urgency – close to goal and impact 
of support

V 2nd to Last Day of Month – Campaign ends 
tomorrow – reiterate goal and importance of 
support

V Last Day of Month – Final chance to give 
and be a part of Membership Month. About 
25% of the campaign‘s revenue typically 
comes in on this effort.

Membership Month Campaign: 

Raises more revenue each year
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Integrated eRenewals

V Copy and art for correspond with 
direct mail.

V Tailored to effort and expiration 
date > doubled eRenewal
revenue!

V 8-effort series helps drive online 
gifts but also serves as a  
reminder for the direct mail 
notices.

V 12% of renewal revenue comes 
from online renewals (email and 
web).
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Situational Analysis: 

After years of file and revenue growth, 
revenue and file size had been on a slow 
decline from 2007 until 2014.

To meet higher revenue demands in 2015 
and beyond, the Friendsprogram needed 
to return to a revenue and file growth 
scenario – and online fundraising was a 
key part of that growth.
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Members who join online have higher value than direct 
mail joins.
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Revenue Shift:  Higher percentage from Online
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Successful Strategies Used to 

Drive Friends Email Sign Ups 

and Online Revenue
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Select Your Smithsonian Story: 9/12-9/25 (2 weeks)

V Over 3,500 people selected 
their “story”

V Over 1,000 responses to the 
“did you learn something 
new” question on the 
landing page

V 5% of names collected 
during the campaign have 
become donors

V FYE campaign revenue 
raised 11% more than the 
previous year

V September revenue 
increased 18.9% over the 
previous year, with a 3.5% 
increase in transactions
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Think you know Smithsonian?
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24 Hour Campaign

V Three emails over the course of the 
day

o Email 1 - cultivation (with ask on 
landing page)

o Email 2 – appeal with 
countdown timer

o Email 3 – lift note over email 2 
with ”last chance” language

V Brought in just under $20k
o 100% lift over previous year

V 262 donors total to the campaign
o 93% lift over previous year
o 40% of donors were first-time 

donors
V Included a monthly giving ask

o 15 donors (6% of gifts) started 
monthly gifts

o Total of $1,921 in sustaining gifts
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V 26% open rate

V 14% of senders were 
new to file

V 5.9% conversion rate 
on a (VERY PASSIVE) 
donation form.

V 60% were first time
donors!

Online cultivation is a good compliment to fundraising 
AND still raises money because donors are engaged. 
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Situational Analysis:

Program was looking to integrate online 
best practices into its strategy.

As an added challenge, the program 
experienced a very successful Kickstarter 
campaign in Summer 2015 that required 
rapid adjustments as response took off.
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Successful Strategies Used to 

Drive NASM Online Revenue
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National Air and Space Museum and Kickstarter:
A Campaign to Conserve Neil Armstrong’s Apollo 11 Spacesuit
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What is a Kickstarter Campaign?

Kickstarter is a global fundraising platform that helps bring creative projects to life.

V Project creators set a fundraising goal 

V Offer rewards for gift amounts ranging from $1 to $10,000

V 30 day campaign uses video, e-mail, social media platforms, and media outreach to 

gain attention

V Projects must reach their funding goals to receive any money

V Opportunity to reach a new and diverse audience
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The Project: Conserve the Armstrong Spacesuit

Project aimed to raise funds to conserve, digitize and display 
Neil Armstrong’s Apollo 11 spacesuit

Project Goal: $500,000
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“Reboot the Suit” Campaign:  Advance Planning

Partners and Collaborators:

V Kickstarter

V SI Office of Advancement

V NASM Board of Directors

V Smithsonian Enterprises

V SI Digitization Team

V Astronauts

V Celebrities

V NASA

V Existing Donors
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“Reboot the Suit” Campaign:  Advance Planning

Advance Prep Work:

V create video messages 
announcing and promoting 
the campaign

V create a schedule for email 
and social media messaging

V conduct media outreach

V Secure matching gifts

V create rewards and plan 
fulfillment

Planning and implementation require significant staff time and resources!
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“Reboot the Suit” Campaign:  Advance Planning

Need to be nimble once 
campaign starts to:

V time messaging as major 
milestones are reached

V set new stretch goals

V encouraging participation if 
donations are lagging
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Campaign Launched!

V Original goal to reach $500,000 was achieved in Day 5

V Stretch goal of $700,000 was added in Day 8

V 9,477 responses, almost all new donors to NASM
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Now what?

Work continues once goal is 
reached:

V Fulfill rewards

V Provide regular project 
updates

V Conserve and digitize the 
spacesuit

V Convert supporters into 
ongoing NASM donors
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Converting Kickstarter Supporters to NASM Membership

Post-campaign engagement

V Kickstarter Outreach

o Several update emails per week during campaign

o Monthly emails after end of campaign

V NASM Outreach

o Donors under $99

o $100+ Donors who were given complementary NASM memberships
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V $100+ contributors asked for an 
additional gift

o Received 2 gifts totaling 
$135

V $99 and under asked to join 
NASM membership

o Received 6 gifts totaling 
$350

All contributors sent 3-part Welcome Series
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V Included in 3 direct mail 
acquisitions spanning 
FY16 and FY17

o Received 6 gifts 
totaling over $600

V Also included in 
corresponding email 
acquisitions, including 
Membership Month, 
Anniversary, Fiscal Year 
End, and Year-End 
Matching Gift 
campaigns

o Received 93 gifts 
totaling over 
$5,000

Under $100 Contributors
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V Included in direct mail 
and email Calendar, 
Annual Fund, Year-End 
Matching Gift and Wall of 
Honor direct mail and 
email appeals 

o Received 41 gifts 
totaling over $7,500

V Renewals
o Sent 1st and 4th

direct mail notices
o Sent all eR0-eR5 

notices
o Received 66 gifts 

totaling over 
$5,400

$100+ Complimentary Membership Recipients
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VLow-dollar backers are largely only e-
appeal responsive for specific projects

VThis project created an engaged 
audience for future outreach like the 
2019 Congressional Commemorative Coin 
for the 50th anniversary of the Moon 
landing (NASM is one of the receiving 
organizations for the surcharges)

VCross-over giving: Smithsonian has 
since launched two other Kickstarter 
campaigns,  #KeepThemRuby and 
#HipHopHistory

o More than half of the donors to 
#KeepThemRuby had donated to 
#ReBootTheSuit.

Follow Up Lessons
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Situational Analysis: 

NMAAHC, the 19th Smithsonian Museum, 
opened on the National Mall on 
September 24, 2016.

Maintaining a strong and stable base of 
membership support beyond 2016 is a 
priority for the new museum, and using a 
multi-channel strategy is critical to 
minimizing the drop-off in revenue and 
file size post-opening.
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Successful Strategies Used to 

Drive NMAAHC Online Revenue
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V Online display ads targeted website 
visitors to the membership web pages 
and people in the DC area in August 
2016 on Facebook and various websites

V 1,093 new people were added to the 
email list. 

o Within six months more than 15% 
had become Members and had a 
positive ROI.

V 1.4 million ad impressions

V Facebook conversion rates above 
industry standard. 

V Paid advertisements had more reach 
than organic posts

eAcquisition List-Building:  

Online Advertising Campaign
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:

Interactive Welcome eSeries engages prospects within 

three weeks of securing an eMail address

V A 3-effort Welcome Series is sent to 

new member prospects, including 

outside list building efforts and 

organically acquired eSubscribers.

o Effort #1: sent as an auto-

response to eSubscribers, 

including a video

o Effort #2: sent one week later, 

and includes a survey

o Effort #3: sent two weeks 

later, as an Acquisition effort
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Monthly Giving Invitation

V Sent to non-donors and 
people who joined within 
the past 6 months. 

V 269 NEW sustainers 

V $3,003 in revenue

V Response rate: 0.12%.

V A subsequent sustainer 
invitation added an 
additional 90 sustainers 
and $1,408 in monthly 
revenue
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:

eCultivation efforts serve as engagement 

tools throughout the year

V THANKSGIVING: an email was sent on the 

day before Thanksgiving wishing people a 

happy holiday.

V THANK YOU: an email was sent in early 

January on the 100th day of the Museum 

being open thanking people for making 

the Museum a reality. It brought in $4,315 

in revenue. 

V CHARLES DREW: an email was sent in 

August telling the story of Charles Drew 

who developed the nation’s first blood 

bank. 
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In Conclusion

VMembers who give online are very valuable – make sure you’re maximizing your 

online opportunities!

V Consider new ways to grow your online list:

o Petitions

o Homepage overlays

o Crowdfunding

V Once you have an email address, engage the warm prospect through a welcome 

series.

V Once they join, continue to engage through a variety of online and offline 

campaigns with the right mix of solicitations and cultivation.
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Questions?



51

Maximizing Your Museum’s Online Fundraising Program

David Saunders
Director of Membership
National Museum of the American Indian
saundersdf@si.edu
202-633-6602

John Perell
Director of Direct Response & 
Shared Services
Friends of the Smithsonian 
perellj@si.edu
202-633-2027

Elizabeth J. Wilson
Assistant Director of Office of 
Advancement
National Air and Space Museum
wilsonej@si.edu
202-633-2606

Kevin Thomas
Senior Manager for Prospect Development
National Museum of African American 
History and Culture
thomask2@si.edu
(202) 633-5009

mailto:thomask2@si.edu

